Current wave of Social Networking Sites (SNS) has become a part of peoples' daily lives. This study investigates the role of Personal Innovativeness in Information Technology (PIIT), in acceptance of SNS. The theoretical perspective of Technological Acceptance Model (TAM) and PIIT were used to explain the relationships developed in the study. This research is descriptive in nature and is based on primary data collected through self-administered questionnaires, among a sample of 216 undergraduates in Sri Lanka. Findings reconfirmed the relationships in original TAM, enabling to use TAM in SNS context. Further, PIIT significantly predicts the Perceived Ease of Use (PEOU) of SNS. However, PIIT did not moderate the relationship between Perceived Usefulness (PU) and Intention to Use (IU) SNS. Theoretical and practical implications of these findings and directions for further research are discussed.
Introduction
The recent revolution of Information Technology (IT) has diffused social media widely among the human beings. For instance, worldwide active Internet users are 3.773 billion and active social media users are 2.789 billion (Kemp, 2017) . With the proliferation of social media, social science scholars are focusing their attention on understanding and explaining the new phenomenon. Besides, the business community is considering the application of social media for business purposes (Kaplan & Haenlein, 2010) . Kaplan and Haenlein (2010) classified social media into following six categories. Blogs, collective projects (Wikipedia), Social Networking Sites (SNS) (Facebook) , content communities (You Tube), virtual social worlds (Second Life) and virtual game worlds (Word of Warcraft). Current study focuses only one Social Networking Site (Facebook) , in view of the fact that its popularity among researchers (Ellison, Steinfield, & Lampe, 2007) . Further, Facebook is the leading multilingual SNS (Grosseck, Bran, & Tiru, 2011) which had daily average users of 1.37 billion as recorded in September 2017 (Facebook, 2017) . In addition, it is the most famous SNS among the young Sri Lankans (Jayarathna & Fernando, 2014) . Both social media and SNS are used interchangeably in current study. This study will employ Technology Acceptance Model (TAM), as the theoretical lens to find the determinants of SNS acceptance. TAM is one of the well researched models and was developed to predict, how individuals adopt and use new ITs. This model explains, Intention to Use (IU) IT depends on two beliefs: Perceived Usefulness (PU) and Perceived Ease Of Use (PEOU) (Venkatesh & Bala, 2008) . Since, SNS is a novel technology, scholars have used TAM to explain the acceptance of SNS by individuals (Acarli & Sağlam, 2015; Choi & Chung, 2013; Rauniar, Rawski, Yang, & Johnson, 2014) . Users will consider how easy it is to use social media and to what extent it supports to achieve their social-media-related needs when accepting a social media site (Rauniar et al., 2014) .
Consumer innovativeness plays a significant role in accepting Internet based new technologies (Aldas-Manzano, Lassala-Navarre, Ruiz-Mafe, & Sanz-Blas, 2009; Ratten, 2014) . Momentous body of research on SNS acceptance has gathered evidence to support the importance of PEOU and PU (Choi & Chung, 2013; Pinho & Soares, 2011; Qin, Kim, Hsu, & Tan, 2011; Rauniar et al., 2014) . However, very little work has been done to understand the role of Personal Innovativeness in Information Technology (PIIT) on SNS acceptance. Agarwal and Prasad (1998, p. 206) defined PIIT as "the willingness of an individual to try out any new information technology". Social media is one of the most powerful innovative media in the era (Lee & Ma, 2012) and PIIT is a significant antecedent in accepting innovative technologies (Jeong, Yoo, & Heo, 2009; Joo, Lee, & Ham, 2014) . Thus, having the faculty of reasons that there should be a considerable impact of PIIT on SNS acceptance formulates a matter of worth exploring. As such, current study incorporates PIIT to the TAM as a determinant of SNS acceptance.
Findings of this study contribute to both academia and industry in understanding the SNS acceptance. Firstly, it will fill the gap in existing social media literature by considering PIIT as a determinant for SNS acceptance. Next, most SNS related studies are grounded in developed country context. Current study provides empirical evidence for SNS acceptance from Sri Lanka, which is a lower middle-income country with a population of 20.9 million (World Bank, 2016) . However, according to the Networked Readiness Index 2016, Sri Lanka is the leading country with the world rank of 63 in the South Asian region. There were 5.5 million Facebook subscribes in December / 2017 and its penetration was 26.3 % (Internet World Stats, 2017). These facts provide evidence to consider, Sri Lanka as a feasible research context for SNS studies. Secondly, from the industry perspective, findings encourage both SNS companies as well as marketers to consider PIIT as a valuable factor in designing firm strategies.
This study attempts to extend the TAM by including PIIT as a predictor for SNS acceptance and the rest of the paper is arranged as follows. First part is composed for development of the conceptual framework by emphasizing the relationships among the constructs. Then the methodology discusses the methods employed in the study with the rationale for each selected method. Following methodology, results are presented in an orderly sequence to answer the study questions. Discussion section will compare the findings with previous studies. Finally, conclusion is presented with the managerial implications and directions for future research.
Theory, Hypothesis Development and Conceptual Framework

Social Networking Sites
SNS are "Web-based services that allow individuals to (1) construct a public or semi-public profile within a bounded system, (2) articulate a list of other users with whom they share a connection, and (3) view and traverse their list of connections and those made by others within the system" (Boyd & Ellison, 2007) . According to Kim, Jeong, and Lee (2010, p. 216) SNS are "Web sites that make it possible for people to form online communities, and share user-created contents". Further, it can be identified as "online communities that focus on bringing together people with similar interests or who are interested in exploring the interests and activities of others" (Marcus & Krishnamurthi, 2009, p. 59 ).These online networks have different objectives such as friendship-oriented SNSs (Facebook) and professional-oriented SNSs (LinkedIn) (Shneor & Efrat, 2014) .
Technology Acceptance Model
There are a number of theoretical models used by scholars to study user acceptance and usage behavior of new technologies. However, TAM is the most widely applied model (Venkatesh, 2000) and it is a valuable instrument for predicting intention to use information system (Szajna, 1996) . TAM was developed by Davis (1986) based on the theoretical foundation of the Theory of Reasoned Action (TRA) (Fishbein & Ajzen, 1975) . TRA explains general human behavior while, TAM particularly explains the determinants of computer acceptance (Davis, Bagozzi & Warshaw, 1989) . TRA suggests that beliefs influence attitudes, which in turn leads to intentions and finally determine behaviors. According to TAM, PEOU and PU are the basic antecedents for developing attitudes toward technology, Behavioral Intention (BI) and finally Actual Usage (AU) of the technology (Davis, 1986) . PEOU refers to "the degree to which a person believes that using a particular system would be free of effort (Davis, 1989, p.320) and PU is defined as "the degree to which a person believes that using a particular system would enhance his or her job performance (Davis, 1989, p.320) . Later, the model was revised and Venkatesh and Davis (1996) analyzed the antecedents of PEOU, without the attitudes (Rondan-Cataluña, Arenas-Gaitán, & Ramírez-Correa, 2015) . Over the time, the TAM model has been changed twice as the so-called TAM2 (Venkatesh & Davis, 2000) and TAM 3 (Venkatesh & Bala, 2008) . TAM 2 includes social influence processes and cognitive instrumental processes (Rondan-Cataluña et al., 2015) and TAM 3 came up with antecedents of PEOU. Rauniar et al. (2014) have modified the TAM to explain the acceptance of social media technology and came up with a new model called revised TAM. The revised TAM includes more constructs relevant to social media acceptance (critical mass, capability, perceived playfulness and trustworthiness).
TAM and SNS Acceptance
In order to be compatible with SNS context, general definitions given to constructs in original TAM change as follows. PEOU is the "degree to which the social media site is free of effort" (Rauniar et al., 2014, p. 11) and PU is the "extent to which the social media user believes that using a particular social media site helps to meet the related goal-driven needs of the individual" (Rauniar et al., 2014, p. 10) .
PEOU is a leading antecedent in explaining PU of personal computers (Igbaria, Zinatelli, Cragg, & Cavaye, 1997) . Liu (2010) added empirical evidence to prove the positive relationship between PEOU and PU in wikis usage. The higher the consumer PEOU, the greater the PU of SNS (Pinho & Soares, 2011) . According to Qin et al. (2011) PEOU has a significant positive influence on the PU of SNS. As per Choi and Chung (2013) PEOU is a fundamental determinant to PU of SNS. Further, Rauniar et al. (2014) concluded that there is a positive relationship between PEOU and PU of social media site.
Current study considers IU as the "continued intention to perform social media-related activities using the social media site" (Rauniar et al., 2014, p. 14) and AU as the frequency of social media usage. PU is the key predictor of user's IU computers and wikis (Liu, 2010) . Qin et al. (2011) suggest a positive relationship between PU and IU SNS. Further, Choi and Chung (2013) mentioned that PU has robust effects on IU SNS. Moreover, Rauniar et al. (2014) provided sufficient evidence to prove the positive relationship between PU and IU social media sites.
IU wiki has a significant direct impact on actual wiki usage (Liu, 2010) and according to Rauniar et al. (2014) IU social media is positively related with actual social media usage.
Upon the theoretical foundation of TAM and prior empirical evidence, this study proposes the following three hypotheses for SNS acceptance.
H1: PEOU of SNS is positively related to PU of SNS H2: PU of SNS is positively related to IU the SNS H3: IU of SNS is positively related with the AU of SNS
Personal Innovativeness and Social Networking Sites Acceptance
PIIT is a vital concept for understanding the acceptance of information technology. It can be defined as the "tendency to be a technology pioneer and thought leader" (Parasuraman, 2000, p. 311) . As per Schillewaert, Ahearne, Frambach, and Moenaert (2005, p. 326) it is "predisposition or attitude describing a person's learned and enduring cognitive evaluations, emotional feelings and action tendencies towards adopting new information technologies". Based on the previous definitions, willingness of users to try SNS as a new media will be considered as "PIIT" in this study. Schillewaert et al. (2005) mentioned that PIIT is positively related with PEOU of sales automation system. According to Lu, Yao, and Yu (2005) PIIT predicts the perceived ease of wireless Internet services. van Raaij and Schepers (2008) , prove the same relationship with e-learning system. Some recent studies (Joo et al., 2014; Koivisto, Makkonen, Frank, & Riekkinen, 2016) further provide empirical evidence to support the impact of personal innovativeness on PEOU of the technology.
Moderating effect evokes when third construct alter the existing relationship between two related constructs (Baron & Kenny, 1986) . Jeong et al. (2009) assert that PIIT has a moderating effect in the relationship between perceived need and purchase intention of mobile-RFID services. Agarwal and Prasad (1998) mentioned PIIT plays the role of moderator in the technology usage.
It was noticed that very few endeavors were considered to understand the impact of PIIT on SNS acceptance. Since SNS is a new technology, previous studies relating to other technologies were refered to build following hypotheses. Thus, the hypotheses underpinning the current study are that: More than 8 hours 14.8
H4:PIIT is positively related to PEOU of SNS H5: PIIT has a moderation effect between PU and IU SNS
Measures
Measurement scales used in the current study were adopted from past studies, including PEOU (Rauniar et al., 2014) PU (Choi & Chung, 2013; Rauniar et al., 2014) , IU (Choi & Chung, 2013) , PIIT (Agarwal & Prasad, 1998) and AU (Rauniar et al., 2014) . Except for AU, (single item) all other latent variables in the research include multiple items. AU was measured by the frequency of SNS usage (never, rarely, occasionally, often, and frequently). Five points Likert type scale was used to measure other latent variables, where respondents had to make their level of agreement for given statements from strongly agree to strongly disagree.
Results
Validity and Reliability
Content validity, which refers to the "degree to which elements of an assessment instrument are relevant to and representative for the target construct for a particular assessment purpose" (Haynes, Richard, & Kubany, 1995, p. 238) was assured by allowing other researchers and industry experts to test the questionnaire. They were requested to highlight the possible ambiguity in the questions. Based on their recommendations, slight alterations were made to the questionnaire prior to the pilot survey.
Partial Least Squares Structural Equation Modeling (PLS-SEM) was used with Smart PLS 3 software to test hypothesis and estimate path models involving latent variables. Identification problems may not occur with PLS when it attempts to test structural model with single item measures (Hair, Black, Babin & Anderson, 2009 ). This study includes a single item construct (AU), which is one of the endogenous constructs in the proposed model. Further, PLS allows to test the reliability and validity from different perspectives (Bugshan, 2015) and Smart PLS is one of the prominent software for PLS-SEM (Wong, 2013) . Reliability and construct validity were ensured by Cronbach's alpha, composite reliability (CR), factor analysis, and average variance extracted (AVE). Coefficient alpha is the widely used reliability coefficient in social-science research (Green, 2003) . As per Table  2 , all Cronbach's alpha values were above 0.7 for all constructs indicating sufficient internal consistency (Gliem & Gliem, 2003) . Furthermore, composite reliabilities of the constructs were higher than 0.7, which is the satisfactory level as proposed by Hair, Ringle, and Sarstedt (2011 Convergent and discriminate validity were ensured by factor analysis (SPSS 22) since it is the widely used method for this purpose. To measure the sample adequacy for factor analysis Kaiser-Meyer-Olkin (KMO) value is used. In current study, KMO value was 0.815, which is at a satisfactory level (Dziuban & Shirkey, 1974) , and Bartlett's Test of Sphericity was found to be significant. It ascertains that the data were generally appropriate for factor analysis. Table 2 shows that all factor loadings are at a higher level and the lowest value was 0.642 which is higher than satisfactory level (Hair et al., 2009 ). Further, AVE for all constructs were higher than 0.5 (Table 2) which is the minimum level recommended by Fornell and Larcker (1981) .
Hypotheses Test
Standardized parameters for the research model were obtained by bootstrap simulation (Wong, 2013) (Table 3) . The results from the PLS t-Values confirmed the significance of first four hypotheses and fifth hypothesis was not significant since t value was smaller than 1.96 (Wong, 2013) . The first hypothesis suggested that there is a positive relationship between PEOU and PU. The Path coefficient of 0.501 was found to be statistically significant. Second hypothesis was PU of SNS is positively related to IU the SNS, was supported by empirical evidence (β.401). Both third and fourth hypotheses were supported with standardized coefficient values of 0.192 and 0.254, respectively. As per the analysis, fifth hypothesis, which suggested a moderation effect of PIIT, was rejected since path coefficient was not statistically significant at 0.05 % (β 0.225). R ² values of 0.75, 0.50, or 0.25 for endogenous latent variables can be considered as substantial, moderate, or weak, respectively. However, R² results of 0.20 are considered high in some study disciplines, for instance in consumer behavior (Hair et al., 2011 p.145 ). Given that current study is about user behavior in social media context, the results indicate that model explains a large part of the variance in the endogenous variables PEOU,PU, IU, AU with an R 2 of 0. 161, 0.190, 0.188 and 0.198 respectively (Figure 2 ). Secondly, it may be due to the cultural reasons. Thatcher, Stepina, Srite, and Liu (2003) suggested that there is a relationship between PIIT and uncertainty avoidance aspect of the culture. Jeong et al. (2009) provided evidence from South Korea, to support the moderation effect of PIIT. South Korea is one of the most high uncertainty avoidance cultures in the world (85 Marks) (Hofstede, 2016) . Comparatively, Sri Lanka is a low uncertainty avoidance culture (45 Marks) (Hofstede, 2016) .
Conclusion
Based on empirical evidence, current study contributes to the development of social media literature in the area of SNS acceptance. From a practitioner's standpoint, study provides useful insight for SNS companies as well as practical marketers about SNS acceptance and its determinants. Findings support original TAM relationship and allow considering SNS acceptance from consumer innovativeness perspective. This is the first study, which considers PIIT as a determinant for SNS acceptance through adopting scales from existing literature. Indicators were validated through proper validity and reliability techniques providing an opportunity to replicate them in future SNS studies. This is a significant contribution to the social media theory. Results reconfirmed relationship in original TAM (H1, H2, and H3) enabling to use TAM in SNS context. Further, it was found in current study that PIIT is significant in predicting PEOU of SNS. Previous scholars have proved this relationship with various technologies such as internet services, e-learning system. However, SNS researchers had not considered the importance of personal innovativeness in accepting SNS. Current study filled this gap by providing empirical evidence to support the importance of personal innovativeness from developing country context. This is also a significant contribution to the social media literature since most previous studies are based on developed countries. Apart from that, empirical evidence proved that personal innovativeness is not a moderating factor in SNS context. However, personal innovativeness had a moderating effect on other technologies such as WWW and mobile-RFID services. This study indicates that the role of personal innovativeness might vary with different technologies.
Findings of this study will allow both SNS companies as well as marketers to consider PIIT as a valuable aspect in designing organization strategies. Advertising income is the main revenue source of many SNS companies. On the other hand, advertising rates depend on the coverage (number of users) of the particular SNS. Therefore, the number of users is an important criterion for success of SNS. With the proliferation of social media concept, now most companies are entering into the SNS business. It is of paramount importance to have a clear idea about the factors influencing on SNS acceptance in order to attract more users. This study proves that not only PEOU and PU but also PIIT is significant in accepting SNS. As such, strategies of these companies should be focused to attract low PIIT individuals as well as increase usage frequency of these individuals. This could be achieved by including more user friendly and entertaining features. Further, SNS companies should communicate with low PIIT individuals to emphasize the importance of a particular site. Company might fail to spot the low innovative potential users who rely on traditional media (newspaper, magazine) if they select digital media to advertise SNS (eg. SNS advertisement in gossip web site). Therefore, when developing media strategies, it might be beneficial for SNS companies to consider both online and offline methods.
With the proliferation of SNS, now most marketers use SNS as the communication medium. SNS may not be a good platform for low-tech products, which are used by less innovative individuals. These individuals might not use SNS or usage frequency could be low. Hence, SNS advertising campaign may not be effective for this target market and thus companies should consider offline media.
Though, the findings include valuable insights about SNS acceptance, there are some limitations. There are many SNS such as LinkedIn, Twitter, we chat and Facebook. However, in this study only Facebook was selected. In order to get deeper knowledge about SNS, it may be better to study this model with other SNS. Another limitation is that, only young adults were recruited for current study. However, other demographic groups are also growing fast. Future studies should take into account more age groups since age can be an important factor in accepting SNS. Finally, it is important for future studies to focus on understanding the impact of personal innovativeness for different technologies. Agarwal, R., & Prasad, J. (1998 
